The development of information technology is growing rapidly, one proof of the rapid progress of information technology is the development of social media. Promotion on social media is a popular way for companies, even government agencies. The purpose of this study was to see the effect of the promotion of tourist destinations on social media by developing the Aisas model to see the relationships between the verbs in it. The analytical method used in this study uses Structural Equation Modeling (SEM) which is run using LISREL software. The results of the study show that promotion on social media has a significant effect on one's attention, interest, and desire to find more information about the information being promoted. And one's attention and interest have a significant influence on tourism decisions. A person's tourism activities influence the desire to share his travel experience. Further research is expected to be able to examine the trends of social media that are most effectively used for promotion.
Promotion is an important part of marketing activities in which there is a process of giving information, persuading and influencing consumers to produce a purchasing decision according toKurtz dan Boone (2010) . In carrying out a promotional activity in the present era companies or agencies are required to be more creative in making and promoting through the use of promotional media.
The Ministry of Tourism is an agency or institution in charge of tourism in Indonesia. Where currently Indonesia's tourism sector is growing rapidly, marked by the increasing number of local and foreign tourists. Also, the development of the tourism sector in Indonesia is marked by the emergence of new tourist destinations as an impact of advances in information technology, especially social media. Social media platforms like Youtube, Twitter, Facebook, Instagram and others make it easy for users to convey information and communicate with each other. According toKaplan dan Haenlein (2010), Social media has extraordinary connectivity between customers and communities that have al-ready been formed in it. The advantages possessed by social media provide opportunities for commercial institutions and non-profit institutions to build relationships with consumers, introduce products or service programs, and become an alternative means of promotion in strengthening the brands and products offered. This becomes interesting and important to examine regarding the effectiveness or influence of the Ministry of Tourism's social media accounts in the process of disseminating information and promotion of tourist destinations to influence the public through social media.
Social media Facebook, Instagram and Youtube are used as research objects because the three social media are social media that are widely accessed and used in Indonesia and also the three social media have specific advantages, such as Facebook prioritizing the descriptive side, Instagram prioritizing the visual side or images and Youtube prioritizes the Video side. This is very useful in tourism promotion activities which in its promotional activities prioritize attractive visual, video and descriptive displays of tourism places that are promoted. A social media account can upload and capture all photos, videos and descriptions (caption) of unlimited travel. Also, Facebook, Instagram and Youtube can have an unlimited number of followers so that all three social media users are free to follow or become followers of the preferred account.
Indonesia with a large population of social media users also often uses Facebook, Instagram and Youtube to find information and inspiration, share travel experiences, and share the latest trends. This is evidenced by research conducted by Chute's marketing media company that the two most soughtafter things on Instagram are fashion and travel. Then now there are many travel influencers popping up like vloggers and reviewers who specifically discuss travel from Indonesia which has some followers up to hundreds of thousands. This fact makes social media especially Facebook, Instagram and Youtube a great opportunity for business people to carry out promotional activities for a product or service, including the government that seeks to promote Indonesian tourism through Facebook, Instagram and Youtube.
From the discussion above, it is necessary to research to find out how the influence of tourist destinations on the Ministry of Tourism's social media accounts on someone's interest in travelling based on the Attention, Interest, Search, Action and Share (AISAS) variables that influence it. Based on the description above, the objectives in this study include: Knowing the effect of tourism destination promotion at the Ministry of Tourism on social media on attention. Interest or interest and the desire to conduct a further search for information on tourism destinations that are promoted, know the influence of attention, interest, and the process of extracting information in determining tourism decisions and the latter knowing the effect of tourism activities on the desire of tourists to share their experiences after visiting these promoted tourist destinations.
RESEARCH FRAMEWORK
In this study there are 7 hypotheses, these hypotheses are made based on the modification or development of a systematic AISAS model associated with promotion factors which are used as research variables. These hypotheses include: H1: Promotion of tourist destinations on social media influences someone's attention. H2: Promotion of tourist destinations on social media influences one's interest. H3: Promotion of tourist destinations on social media influences tourists to find information on these tourist destinations further through websites, blogs, google search engines and so on. H4: A person's attention to the promotion of tourist destinations on social media influences the decision to travel. H5: A person's interest in the promotion of tourist destinations on social media influences the decision to travel. H6: The search results for more information about tourism destinations that are promoted influence the decision to travel. H7: tourism activities in tourist destinations promoted on social media influence the desire of tourists to share their experiences in tourism activities.
Underlying the hypothesis in the research framework above is the relationship of each variable produced by the research of Sugiyama, K. and Andree, T. (2011) , which produces the AISAS model itself.
METHOD
The data used in this study uses the type of primary data and the approach taken by doing a descriptive approach. The questions in the questionnaire consisted of closed questions consisting of 16 questions.
Sampling is done by purposive judgment sampling, which is a sample that is determined based on the suitability of the object of research. Respondents from this study were social media users, follower Kemenpar social media accounts and had travelled (travelling) or tourism within a maximum range of three months before the day of data collection. The analysis technique used to answer the existing problem formulas uses descriptive analysis which is aided by the results of structural equation models or Structural Equation Models (SEM).
Variables and Indicators
There are 6 latent variables used in this study, namely media promotion (PR), Attention (AT), Interest (IT), Search (SE), Action (AC) and Share (SH). Promotion variables are independent variables, while the variables of attention, interest, search, action and share are dependent variables. Figure 2 presents a chart of the relationship between the dependent and independent variables that became the initial model in this study. Figure 2 .
RESULTS

Ministry of Tourism Social Media
Social media is now widely used by ministries in Indonesia, including the Ministry of Tourism Posting a video requires a long process including the editing process that takes a short time. Not only promoting the natural beauty of tourist destinations, but the social media accounts of the tourism ministry also publish many references about culinary, hotel, culture, and events in Indonesia.
Characteristics of Respondents
The samples taken in this study are followers or people who follow social media accounts from the Ministry of Tourism account. These social media accounts include (on Instagram @kemenpar account, @pesonaid_travel, @genpi_id, @indtravel, On fans page for tourism ministry accounts, and Ministry of Tourism's Youtube account), with a total population of 260 people. Respondents were assessed based on several characteristics including gender, age, educational background, length of work and amount of income.  The Dentsu Way (2011) 1. Go on a tour after seeing a promotion. 2. Go on a tour after being interested in a given tourist destination promotion. 3. Go on a tour after searching for additional information. 4. Tourists are still considering going on tours. 
Evaluation of Measurement Model Indicators
The latent variables of this study are Promotion (X), Attention (Y1), Interest (Y2), Search (Y3), Action (Y4) and Share (Y5). Respondents used were 260 people using software Lisrel version 8.5
to test the measurement model of latent variables with each indicator, and to test the validity and reliability can be seen from the value of Loading Factor (SLF) which can see the ability of variables observed in measuring latent variables. A good SLF is worth  0.50. A good construct value is 0.70. A A good Variance Extracted value is  0.50 and a ttest value > 1.96.
The following is the result of the evaluation of the indicator measurement model, the SLF value of the indicator that affects each variable above 0.50, this indicates a good or feasible indicator used in this study. The description of the table above is intended to measure the suitability of the model used. More Good Fit information than Marginal Fit Model can be used in research. Based on the values of the table above, most of the values meet the suitability requirements of the model, so the conclusion is that in general, the model has a good level of compatibility.
No
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DISCUSSION
Hypothesis testing
Based on the results of analysis from table 12, the value of the promotion variable t-count towards attention 16.90 is greater than t-table 1.96 meaning that there is a significant effect because social media is UGC (User-Generated Content) / User-Made Content. The contents from social media comes from users to users so that the social media accounts of the tourism ministry apply audience involvement in conducting promotions on social media so that users or followers have an interest in the promotion itself. This is consistent with previous research on UGC with the title The Role of User-Generated Content in Tourists' Travel Planning Behavior (Carmen Cox, et al., 2009) .
Based on the results of the analysis of table 12, the value of the calculated promotional variable on the 17.36 Interest variable is greater than the 1.96 t-table, meaning that there is a significant effect. Someone becomes interested in the promotion of tourist destinations given because something is interesting in the post. The interesting thing is including pictures of beautiful tourist destinations, interesting videos, promotions in the form of interesting descriptions, and also the effects of word of mouth. This is consistent with previous research regarding the effects of electronic word of mouth or eWom with the title The effect of electronic word of mouth on brand image and purchase intention, (Julilvand and Samiei, 2012) .
Based on the results of the analysis from table 12, the value of the calculated promotional variable on the Search variable 17.22 is greater than the ttable of 1.96, meaning that there is a significant effect. The influence is because someone needs more information about the destination being promoted.
The limitations in social media include the features that make information about tourist destinations very limited.
Based on the results of the analysis from table 12, the value of the Attention variable count towards the Action variable 2.36 is greater than the 1.96 ttable, meaning that there is a significant influence. Someone will decide to visit a promoted destination if someone knows and pays attention to the post provided by the Ministry of Tourism's social media account. In line with the Interest variable, the Attention variable has the role of absorbing the information. In this study absorb information through the promotion of tourist destinations.
Based on the results of the analysis from table 12, the variable t-value of Interest to the Action variable -2.05 is greater than the t-table of 1.96, meaning that there is no significant effect. The desire to make a consumer decision does not only arise after the consumer feels interested in what he sees, according toHoward, Shay dan Green (1988),the process of determining the decision (decision intention) will go through five stages, including, Meeting the needs (need), understanding needs (recognition), the process of finding information (search), the process of evaluation (evaluation), decision (decision). The results of this study indicate that the influence of interest (interest) negatively affects consumer decisions. This is because there is an influence of consumer considerations that influence the process of determining its decision. When viewed in the process of determining the above decision, the reasons for not interested consumers to do tourism include, first consumers do not need a vacation or tour, both consumers do not understand promotion on social media, so they are not very concerned and interested in tourism destinations, the three consumers lack information about destinations promoted tourism.
Based on the results of the analysis from table 12, the value of the t-count of the Search variable for the Action variable 2.19 is greater than t-table 1.96 meaning that the Verifiable Search has a significant influence on the Action variable. Information is an important requirement in the decision process. Behind the advantages and ease of social media in promoting tourist destinations, there are still shortcomings. These disadvantages include the lack of available features to explain information in the form of descriptive information in addition to complete picture and video information, features for descriptive reviews are limited because of the characteristics of different social media. Like Instagram, which is more specific, displays images and Youtube, which is more specifically showing videos. From these limitations, word of mouth is a solution. The effect of word of mouth from the shared variable generates additional information in the form of discussion needed by followers in seeking information. In addition to information generated from the effects of word of mouth, followers search for information through print and Internet media.
Based on the results of the analysis from table 12, the t-count value of the Action variable on the Share variable 18.80 is greater than the t-table of 1.96, meaning that there is a significant effect. Sharing is an activity of how someone shares his experience with others through text, photos, videos, using social media. Tourists who have toured destinations that are promoted by the tourism ministry account will provide testimonials through the comments column or by reviewing the tourism activities on their social media accounts in the form of sharing photos or videos of tourist activities.
Managerial Implications
Based on the results of the analysis and conclusions from this study, it is expected to provide benefits for some parties, in this case, the ministry of tourism and travel service provider companies. The implications of this study are as follows.
For the Ministry of Tourism, it is expected to continue to use information technology in conducting promotions, also expected to continue to utilize the latest features of social media that are used so that promotions can be attractive in accordance with the progress of social media progress itself. To expand promotion, the Ministry of Tourism's social media account should not only discuss and interact with local tourists. It is also necessary to discuss The description of the table above is shown to clarify the discussion of the hypotheses discussed.
tourist destinations in English and create an account for foreign tourists so that promotions can be delivered to foreign tourists and ultimately interested in travelling in Indonesia. Information about tourist destinations should be added with accommodation information, budget estimates and other information that supports tourist needs, increasing articles about tourist destinations on the Ministry of Tourism website including new tourist destinations and still rarely reviewed. So that prospective tourists are sure and do not feel still confused to decide to travel because the information obtained from the tourism ministry account is still incomplete and clear. Utilizing and maximizing the effects of word of mouths such as using travel vlogger and reviewer services is an alternative suggested by researchers considering the influence that travel vloggers and reviewers have on influencing consumer decisions and as an additional source of information for promoted destination reviews.
Travel service providers are expected to use social media as part of their promotional activities. Social media can reach a wider target market than promotional activities by relying solely on print media or tourist brochures. Social media is also a very cheap promotional tool or media so it will be very profitable if the travel service company uses social media as a tool for its promotional activities.
CONCLUSIONS AND RECOMMENDA-TIONS Conclusion
Based on the results of the study, the respondent characteristic data showed that the majority of those interested in discussing tourism on social media was the age group of teens who already had jobs and income. Social media for these groups has become part of the group's daily lives so that the information obtained is in accordance with the interests or preferences of the social media users themselves. In the current promotion, study promotion must be done in a way that follows the developments of the times. One way to make appropriate promotions in today's world is to promote social media.
The results also show that the model from AISAS which includes variables of attention, interest, search, action and share affect promotion variables. Each vaiabel on the model discussed above it is complete enough to provide information about social media and its relationships with users of social media, including between the government and the community and the company with its target market.
Competition on social media is now more towards the existence of social media users. Social media accounts that exist in terms of providing interesting information in the form of posts will attract the attention of netizens and will be an influence on social media. Seeing social media users in Indonesia, which is very much social media, is the most influential media in social life including the tourism sector.
Recommendation
Based on the conclusions described above, this study has limitations, so it is necessary to make improvements in several aspects of research. Further research can be done by looking at the popular trends in social media and seeing the influence of promotions with other models. So that the novelty of information regarding the effect of information on variables outside the model that has been studied and to see indicators that influence promotion especially on social media.
